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MAGICAL THINKING EFFECTS ON FOOD PACKAGING 
 
Mario Cruz, Giselle Aduna 
Department of Psychology, Northeastern Illinois University, Chicago, IL 60625 
 
Potential exists to include on-pack magical thinking elements to reflect consumer needs 
regarding health, wellness and taste perceptions. This research seeks to investigate the possible 
perceptual influences of food messaging and claims anchored in the laws of similarity and 
contagion. Consumer Packaged Goods (CPG) food brands struggle to determine the 
effectiveness of packaging food claims (Scholl-Grissemann, 2018). Consumer approaches to 
food and magical beliefs regarding food properties and their ability to influence health add to this 
confusion (Lindeman et al., 2000). Magical thinking is most associated with Neuroticism, but 
those who rate high on Openness may also be influenced by magical thinking (MacDonald, 
2000).  This research will explore the effects of packaged food claims with an element of 
magical thinking among those who score high and low on the Openness Big Five personality 
trait. After consenting to participate, participants will answer the Openness series of questions 
from the Big 5 scale. Participants will then randomly be assigned to one of four CPG claim 
conditions: a high health or low health food item with a magical thinking component; or, a high 
health or low health food item without a magical thinking component. Participants will respond 
to questions on a 7-point Likert-type scale (1=strongly disagree, 7= strongly agree) regarding 
perceived healthfulness, nutrition, taste, purchase intent and magical benefits of food item. They 
will then move on to a 17-item Magical Beliefs About Food and Health Scale (Lindeman et al., 
2000) to explore overall magical thinking-related food perceptions. The scale will be modified 
from a 5-pt scale to a 7-pt scale (1=strongly disagree, 7=strongly agree). Participants will then 
answer questions regarding diet and demographics. The research hypothesizes the following: 
magical thinking claims increase perceptions of healthfulness, taste, purchase interest and 
magical benefits; those who score high on Openness are influenced by magical thinking claims. 
A 2 (health of food item: high or low) x 2 (magical thinking claim: present or absent) between 
participants factorial will be used to analyze the data. This research aims to serve as a starting 
point to inform public policy concerning effective on-pack health and nutrition cues and their 
impact on dietary choices at shelf.  
